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Japanese wine consumers can be summarised 
as discerning people who make their purchasing 
decisions based on value, quality and style. The 
more serious Japanese wine consumer is educated 
about wine, and in Japan, unlike in other mature wine 
markets, wine knowledge continues to increase. 


While there is still an appetite among most Japanese 

to pay a premium for convenience, luxury or unique 
products, conversely there has also been a trend 
towards more economical living. Today’s Japanese 
consumer is more willing to shop around for cost 
savings than before. Japanese consumers enjoy the 
experience of shopping in physical retail outlets and 
tend to prefer stand-alone stores to traditionally popular 
department stores. 


Even before the COVID-19 pandemic, Japanese people 
are spending more time at home than ever, and wine 
consumption at home is on the increase. According to 
a study by Asahi Holdings in 2017, over 70 per cent of 
Japanese alcohol consumers drink at home. 
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The regular wine consumer in Japan is just as likely 

to be male as they are female and likely live in one of 
Japan’s major cities (e.g. Tokyo, Yokohama, Osaka or 
Nagoya). Wine consumption in Japan is driven by those 
over 55 years of age with young consumers, particularly 
those aged 20-24, drinking wine and alcohol more 
generally, in moderation. It is this older age bracket who 
also spend the most on wine and are less adventurous 
with their wine purchases -- sticking to traditional styles 
from Old-World winemaking nations. 


Those over the age of thirty typically consume wines 
that are JP¥ 3000 (~ AU$ 40) or more. It is the wine 
consumers in the 30 to 40 age bracket that have a 
highly developed oenological culture and like to be 
educated in the products they purchase and consume 
via wine schools and wine dinners. Wine tasting courses 
have become incredibly popular, particularly among 
Japanese women. 


Younger wine consumers are most likely to 

take risks with their purchases as being unique 

is something that is valued by this demographic. 
They value convenience, but at the same time, their 
purchases are also an expression of themselves. 

It is these younger consumers that are more likely 
to drink New-World wines, and wines made in a less 
traditional style. 


= 


SAPPORO 
roses 





The Japanese are ranked as number one in Asia 
in terms of wine consumption, consuming 2.6 litres 
a year in 2019 in comparison to 1.90 litres per year in 
2009. The increase in wine consumption among the 
Japanese population appears to be slow but steady 


Two-thirds of regular wine drinkers in Japan consume 
wine weekly and the remaining third drink wine 
between 1-3 times a month. 
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3.3 Consumer preference 


The Japanese wine consumer takes their time when 
deciding what to purchase as they view it as an 
important decision that, like many of their purchases, 
reflect their character, image and lifestyle. 


Red wine is the preferred style of wine among the 
Japanese. The Japanese market is influenced by trends 
and the media more than most, so when scientific 
findings were published that showed the consumption 
of red wine was good for your health, annual wine 
consumption in Japan tripled xxix. 


According to Wine Intelligence, Japanese regular wine 
drinkers prefer ‘fresh’ and ‘easy-drinking’ white wines 
which include notes of ‘citrus’ and ‘stone fruit’. They are 
less likely to enjoy white wine styles that are oaked or 
have oxidative ageing -- descriptors such as ‘nutty’ and 
‘toasty’ are less preferred, as are those associated with 
green flavours such as ‘herbaceous’ xxx. 


Regular wine drinkers seem to prefer red wines which 
are ‘rich’ and have ‘umami’ flavours as well as red wines 
which are ‘fruity’ and ‘easy drinking’. Japanese wine 
drinkers generally dislike red wines with oak and bottle 
ageing descriptors such as ‘smoky’ and ‘leather’ and 
prefer more fruit-forward flavour descriptors such as 
‘raspberry’ xxx. This goes some way in explaining the 


markets love of Burgundy, Beaujolais and Chilean wines. 


Younger consumers, on the whole, have a more open 
mind and broader preference for different varietals 
compared with the older drinkers. The younger 
consumers that drink wine have an interest in it and 
are wine literate, but they are also humble when asked 
about the extent of their wine knowledge. 


Sparkling wine is also an apparent preference of the 
Japanese wine consumer, favoured for drinking at 
special occasions and due to it being a style that 
matches well with Japanese cuisine. As in most wine- 
drinking counties, food and wine are intrinsically linked 
in Japan, and consumer preference prioritises wines 
that match well with the cuisine they enjoy. Please see 
6.4 Traditional Japanese food and wine pairings for 
more information. 





3.4 Emerging trends 


The popularity of sparkling wine in Japan seems set to 
continue, particularly in a more affordable price range. 
According to Austrade, Australian quality sparkling 
wines are likely to be most competitive against Spanish 
and Italian sparkling wines at the JP¥ 2,000 (AU$ 24.55) 
price point xviii. Dry sparkling wines are more popular 
than semi-sweet or sweet styles as they match with a 
broader range of Japanese foods. 


a little while now been looking at 
natural wines - biodynamic, organic, 
sustainably made wines...There are 


“Japanese wine consumers have for ) 


a whole generation of young people in Japan 
who've only ever had that kind of wine.” Sally 
Townsend, DTI Regional Director for Japan 

and South Korea (click to listen to audio) 





There is also growing demand for natural, biodynamic 
and organic wines in the Japanese market -- in particular 
wines with no artificial additives and made with minimal 
human intervention. Natural and organic wines appeal 

to consumers looking for differentiation, consumers that 
are health conscious and environmentally conscious 
consumers. Australian natural, biodynamic and organic 
wines and their association with being ‘clean and 

green’ have the potential to stand out given competitor 
countries’ over-reliance on their wine’s history and quality. 


IT IS THE WINE 
CONSUMERS IN THE 30 


TO 40 AGE BRACKET THAT 
HAVE A HIGHLY DEVELOPED 
OENOLOGICAL CULTURE 
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